The study examines 
Introduction

1.
The company can retain their customers with providing good services at the time of sale or at after-sales service. Good service quality will satisfied the customers and leads to the creation of customer loyalty. According to Kotler and Keller (2006) quality is the totality and characteristics of a product or service that is related to its ability to satisfy as promises. Quality is something that is felt by customers in order to satisfy their expectation. Good service is a service that is capable of providing satisfaction to customers or able to provide service that exceeds their expectations. Fullerton and Taylor (2002) , Caruana (2002) , Hidayat (2009) , Jahanshahi et al. (2011) , showed that the quality of service has an influence on satisfaction. Furthermore Dimyati (2011) showed that service quality has positive influence on customer satisfaction. Bei and Chiao (2001) also found an indication that the service quality and customer satisfaction happens in sequence and therefore satisfaction affects customer loyalty.
According to Nirvana (2006) , the quality of service is dynamic and changes with the demand of the customers. Furthermore Widjaja (2002) states that the character of Indonesia customers still have a high tendency to be served by employees. Although it has many research studies on service quality, but it is still needed to conduct further research especially for accommodate the specific characteristics of business services in Indonesia in which it has unique customers.
Price is very important aspect for customers because it will be a guide to measure the fit between the benefits of the product received by the sacrifices that have been given either in the form of monetary and non-monetary aspects. Customers will also use price as one of the standard level of their satisfaction. Research Voss et al. (1998) , and Bei and Chiao (2001) , found that the price has a positive significant effect on customer satisfaction. These results are in contrast to studies Ostrowski et al. (1993) , Mahmud et al. (2013) , which found the price factor has no effect on customer satisfaction.
Company uses product differentiation to create value and brand image as well. Product differentiation provides an According to Kotler and Armstrong (2012) , there are four indicators that characterize the price is; (1) affordability, (2) the suitability of the price with the quality of the products, (3) price competitiveness, and (4) the suitability of the price of the benefit. Keller (1993) defines brand image as the customers 'perception of a brand that is described in the existing brand associations in consumers' minds. Hsieh, Pan and Setiono (2004) , said that the image of a successful brand is a brand image that allows consumers to identify needs that can be satisfied with a brand and comparing with other competitors. Brand image can be measured through five indicators: (1) attributes, which describe the characteristics inherent in the product or service, (2) functional, that describes the benefits that will be received when consuming products or services, (3) symbolic, depicting consumer desire for products or services, (4) the experience, describing the experience that consumers consume products or services, (5) overall evaluation, which illustrates the subjective assessment of consumers to products or services (Shimp, 2003) .
Brand Image
Customer Satisfaction
Customers face a multi-faceted range of products to satisfy specific needs, and to satisfy their needs, customers will choose among a lot of these products. In order to win the competition, company should really have the ability to provide satisfaction to its customers. Satisfaction is the output of marketing activities and serves as a link in the purchase process. Consumer satisfaction is a function of the expectations of the buyer of the products/services with perceived performance. Kotler and Keller (2006) , states that customer satisfaction in one's feel of happiness or upset as a result of a comparison between the performace of a product and his/her expectation. If the performance fails to meet expectations, the customer is not satisfied, if the performance in accordance with expectation, then the customer is satisfied and if the performance exceeds expectations, the customer was very satisfied. Satisfaction can also be defined as the evaluation of the alternative selected to meet or surpass expectations (Engel et al., 1993) .
Customer satisfaction can be measured by three indicators: (1) overall satisfaction, (2) confirmation of expectation, the level of compatibility between the performance expectations, and (3) comparison to the ideal, namely the performance of the product in comparison with the ideal product according to consumer perceptions (Fornell et. al., 1996) .
Customer Loyalty
Customer loyalty to a product is reflected through the customer's habit to purchase a product continuously, therefore, in order to understand the needs and expectations customer'a as weel as to achieve the objective, a company needs to observe customer loyalty. A loyal customer tends to repurchase the product, purchase among the product lines, recommend the product to others, and be able to show the quality of products produced by other similar companies (Griffin, 2002) . Company is required not only to observe the customer's habit of repurchase, but also to learn where they buy, how they buy, and under what condition these products must be purchased. Customer loyalty in the context of the marketing of services, defined as a response that is closely associated with a pledge or a promise to uphold the commitment underlying the sustainability of relationships, and usually reflected in the purchase of a recurring basis from service providers together on the basis of dedication and constraints pragmatic (Tjiptono, 2012) .
Customer loyalty in the process caused by satisfaction, but the level of customer satisfaction that is capable of forming loyalty is actually a certain level of satisfaction that can not be provided by other service providers, namely delight or surprising (Oliver, 1997) . The level of loyalty which actually begins with the assessment of very satisfied with what it receives from the company (Jones and Sasser, 1995) . The main cause of become loyal customers is if they are very satisfied with the services received. Zeithaml, Parasuraman, and Berry (1996) states that there are three indicators of loyalty: (1) say positive things, is to say something positive thing about the product is consumed, (2) recommend to someone, is recommending the product that has been consumed to a friend, (3) repurchase intention, is made to re-purchase a product that has been consumed.
Based on the purpose of research and literature reviews, it can be prepared the conceptual framework of the study as presented in Figure 1 . Referring to the conceptual framework, this study will test seven hypothesis as follows:
1. Quality of service is significant positive effect on customer satisfaction Pos Ekspres in East Java 77 2. The prices of services significant positive effect on customer satisfaction Pos Ekspres in East Java 3. The image of a service mark significant positive effect on customer satisfaction Pos Ekspres in East Java 4. The quality of service is a significant positive effect on customer loyalty Pos Ekspres in East Java 5. The prices of services significant positive effect on customer loyalty Pos Ekspres in East Java 6. The image of a service mark significant positive effect on customer loyalty Pos Ekspres in East Java 7. Customer satisfaction services significant positive effect on customer loyalty Pos Ekspres in East Java The design of this study is confirmatory research with a population of customers who use the express post services in East Java, which consists of walk-in customers and accounts customer. Walk-in customer is a customer who is not bound by the Agreement of Cooperation (MCC), charged at the rate of already published rate and paid at the time of the transaction. These types of customers are not recorded in the Management Information System (MIS) Post Office, so it is unknown for certain amount. Corporate customers are customers who are tied with the Agreement of Cooperation (MCC), subject to a negotiable tariff and the payment can be paid in accordance with the agreement.
The total sample of 133 respondents is determined by the number of indicator variables (19) multiplied by 7 refers to Ferdinand (2006) that states in order to determine the sample size of a study is the number of indicators used in the study variables multiplied by 5 -10. Furthermore Ghozali (2004) states that the appropriate sample size in the equation model SEM is between 100-200 samples. The variables analyzed in this study consisted of three exogenous variables, the quality of service, price, and brand image. One intervening variables, customer satisfaction and one an endogenous variable, customer loyalty.
Service Quality (X1) is measured through an indicator variable refers to the opinion of five Parasuraman, Zeithaml and Berry (1998) . Furthermore, the scale of measurement using a SERVPERF scale developed by Cronin and Taylor (1992) . The SERVPERF scale has been selected as it will measure the perception or assessment of the quality of service that customers receive. SERVPERF is more appropriate than SERVQUAL because it measures the service quality based on the performance quality of service. Price (X2) measured by four variables indicators refer to the opinion Kotler and Armstrong (2012) . Brand image (X3) is measured through indicators refers to the opinion of five variables (Shimp, 2003) . Customer satisfaction (Y1) is measured through three indicator variables refers to the opinion of Fornell et al. (1996) . Customer loyalty (Y2) is measured through three indicator variables referring to opinion of Zeithaml, Parasuraman, and Berry (1996) .
Thus five latent variables is measured by using Likert Scale with five answer choices of 1-5. This scale is an interval scale (Indriantoro and Supomo, 2002; Sekaran, 2003) . Hypotheses' testing is done by Structural Equation Modeling (SEM) with AMOS version 18. Table 1 shows the results of validity and reliability of the instrument with a confirmatory factor analysis which shows that all indicators of latent variables are valid and reliable. It's indicated by the t (CR) value for the loading factor ( ) of each variable indicator of all latent variables studied is greater than the critical value (CR> 1.96) at the 0.05 level, with a probability value of less than (P <0.05) and contruct reliability is greater than the recommended value ( 0, 70). 
Results and Discussion
4.
Validity Test and Instruments Reliability
Descriptive Analysis
The following tables show the detailed description of the characteristics of respondents. Table 2 shows the majority of respondents were women, 68 people or 51.13% of the total. These data provide information that women use more of the Post Express delivery services than men. This is reasonable because the population of women more than men in Indonesia. Table 3 provides information that the majority of respondents aged 31 years to 40 years that is equal to 74 or 55, 64% of the total respondents. Respondents in the group is an age group that has many productive activities in their everyday life. Sources: Primary data Sources: Primary data Based on the Table 4 it is known that the majority of respondents has ever used the services of Post Express as much as 2 to 3 times or by 74 votes or 55.63% of the total respondents. This is an indication that all respondents have used / repurchase services Ekspress Pos. Sources: Primary data Table 5 presents the answers of respondents for latent variable indicators in detail. Table 5 shows the respondent's answer to the judgment of each indicator Service Quality (X1) as follows: 1. Tangible (X1.1), 87.22% of respondents agree (Score 4) and 12.78% respondents answered strongly agree (score 5). This indicates that, all respondents (100%) assess the tangible performance indicators are in accordance with the wishes of the customer. Sources: Primary data 2. Reliability (X1.2) by 1.5% of respondents answered neutral (score 3), 84.96% answered agree, and 13.53% answered strongly disagree. This shows that the majority of respondents (98.46%) assess the reliability of performance indicators are in accordance with the wishes of the customer. 3. Responsiveness (X1.3), 0.75% neutral answer, 87.97% answered agree, and 11.28% answered strongly disagree. This condition indicates that the majority of respondents (99.25%) assess the responsiveness of performance indicators already are in accordance with the wishes of the customer. 4. Assurance (X1.4), by 87.97% answered agree, and 12.03% answered strongly agreed, that all respondents (100%) assess the performance indicators assurance are in accordance with the wishes of the customer. 5. Empathy (x1.5), which amounted to 83.46% and 16.54% answered agree answered strongly agreed, that all respondents (100%) assess the performance indicator of empathy is in conformity with the wishes of the customer. Sources: Primary data Based on Table 6 it can be seen that respondent's assessment of each indicator price (X2) as follows: 1. Price Affordability (X2.1), amounting to 1.5% of respondents answered neutral, 76.69% answered agree, and 21.81% answered strongly agree, so it is known that the majority of respondents (98.50%) assess the price Pos Ekspres affordable. 2. Price Conformity with Quality (X2.1), which is 1.5% answered neutral, 78.2% answered agree, and 20.3% answered strongly agreed, that the majority of respondents (98.50%) assess the appropriate price with quality. 3. Price Competitiveness (X2.3), which is 1.5% answered neutral, 81.2% answered agree, and 17.29% answered strongly agree, which means that the majority of respondents (98.50%) assess the price has been able to compete. Sources: Primary data Table 7 shows the respondents' answers for Brand Image (X3) indicators, 1. Attributes (X3.1), 0.75% of respondents answered neutral, 85.71% answered agree, and 13.53% answered strongly disagree. These data indicate that the majority of respondents (99.25%) assess indicators of positive attributes (good and very good). 2. Functional (X3.2), 2.26% neutral answer, 82.71% answered agree, and 15.04% answered strongly disagree.
This means that the majority of respondents (97.74%) assess the functional indicators of positive (good and very good). 3. Symbolic (X3.3), 3.01% neutral answer, 77.44% answered agree, and 19.55% answered strongly agreed, that the majority of respondents (96.99%) assess the positive symbolic indicator (good and very good). 4. Experience (X3.4), 0.75% of respondents answered neutral, 81.95% answered agree, and 17.29% answered strongly disagree. Circumstances indicate that the majority of respondents (99.25%) assess indicators of positive experiences (good and very good). 5. Overall Assessment (X3.5), ie 81.95% answered agree, and 18.05% answered strongly agree, so that all of the respondents (100%) rate the overall assessment indicators are positive (good and very good). Sources: Primary data Table 9 presents information about respondents' statements of Customer Loyalty indicators. Based on these data, it can be explained as following: 1. Say the kindness of product to others (Y2.1), 2.26% of respondents answered neutral, 86.47% answered agree, and 11.28% answered strongly agree, which means the majority of respondents (97.74% ) intend to say goodness Pos Ekspres to others. 2. Recommend products to friends or others (Y2.2), which is 1.5% of respondents answered neutral, 87.22% answered agree, and 11.28% answered strongly disagree. This means that the majority of respondents (98.50%) intend to recommend products to friends or other people. 3. Re-purchase (Y2.3), 3.76% replied neutral, 78.2% answered agree, and 18.05% answered strongly agreed, that the majority of respondents (96.24%) intend to make repeat purchases Pos Ekspres.
Data Analysis
Assumptions and SEM Feasibility Model Test
The SEM models generated in this study meet all SEM model assumptions which are normal multivariate data, nothing happens multikolinieritas or singularity, and does not happen outlier in the data. This is shown by the results of the testing of normality (CR) gives a CR value of 1.783 lies between -1.96 CR 1.96 ( = 0.05), which means the data is multivariate normal. In addition, the data also demonstrated by the normal univariate all grades critical ratio of all indicators located between -1.96 CR 1.96. Test multikolinieritas provide value determinant of the sample covariance matrix at 34.022, so there is no problem of multikolinieritas and singularity on the analyzed data. Outlier test results showed none of the cases that have a value greater than the distance Malahnobis 30.144 ( 2 value: df = 10; = 0,05), so that it can be concluded there was no multivariate outlier in research data.
The fitness model test result shows that the SEM model meet the seven criteria of eight eligibility SEM models, and there is one criteria were feasible. The results of the feasibility SEM model test are 2count = 92.264 < 2table, df = 81 = 103.00951 (worthy), Sig. Probability = 0.106> 0.05 (feasible); GFI = 0.918 0.90 (feasible); RMSEA = 0,069 0.08 (feasible); 2 / df = 1.636 2 or 3 (feasible); TLI = 0.935 0.90 (feasible); CFI = 0.922 0.90 (decent), and AGFI = 0.897 (feasibly approached) in which it should have a decent AGFI 0.90. Based on these results of the feasibility model test, the SEM models are feasible. It means there is a match between the model with the data. 
Hypothesis Testing
The Influence of Service Quality on Customer Satisfaction
Based on the hypothesis test results (Table 10 ), Hypothesis 1 stated that Service Quality of Pos Ekspres have a significant positive effect on customer satisfaction Pos Ekspres in East Java is accepted. The acceptance of hypothesis 1 is shown by the positive path coefficient of 0.627 with CR amounted to 4.031 with a probability less than the value (p = 0.000 <0.05). This may imply that the better quality of service Pos Ekspres, the higher customer satisfaction Pos Ekspres will increase and conversely, the worse the quality of service Pos Ekspres, the lower customer satisfaction Pos Ekspres will decline. This finding means that the performance service quality provided by Pos Ekspres have meet customer expectations. The acceptance of hypothesis 1 can explain the evaluation of service quality associated with satisfaction. Positive evaluation of service quality will rise satisfaction, while a negative evaluation service quality of will cause dissatisfaction. Empirically, this finding is supported by the fact that the characteristics of the respondent majority women ages 20 years to 30 years. Women customers have a nature want to be noticed and served. Customers aged 20 to 30 years are the productive age customers who have a high activity which demanding service of others in accelerating the completion of their work. Customer group with these characteristics is a group of customers who tend to have high expectations or expectations of the good quality service, which in turn will affect the satisfaction of customer perceived service. Customers are very concerned about the dimensions of service quality that include physical evidence, reliability, responsiveness, assurance, empathy which in turn it can help customers in the process of shipments of their goods or documents. It is also supported by the results of studies showing that the majority of respondents have a positive perception to the dimensions of services quality provided, and the majority of customers are satisfied and very satisfied (delight) with the service quality of Post Express in East Java.
The Influence of Price on Customer Satisfaction
The result of hypothesis test at Table 10 are receiving Hypothesis 2 which is stated Price Pos Ekspres have significant positive effect on customer satisfaction Pos Ekspres in East Java. It can be prove with the positive path coefficient of 0.445 with CR amounted to 3,436 with p = 0,000 < = 0.05. This finding meant that the better the price Pos Ekspres according to the customer (more affordable, matching to quality, cheaper than the competition), the higher the customer satisfaction will get and conversely, the worse the price of Pos Ekspres, the lower the customer satisfaction Post Express will decrease. Thus the price has an effect on customer satisfaction, as they can be used by consumers to measure the service quality provided by the company. An appropriate pricing will form a positive customer perception of the quality and positive customer perception will give the customer a sense of complacent.
This finding is also supported by the data in Table 6 , which shows that the majority of respondents rates the price of Pos Ekspres already meet the customer expectation (low prices, matching to the quality and competitive prices). Thus the customer feels that there is a match between Pos Ekspres services benefits they receive with the sacrifice they have given. The meet of consumer expectation and their perceived causes satisfaction. Table 10 provides an information that hypothesis 3 which states Pos Ekspres brand image were have significant positive effect on customer satisfaction Pos Ekspres in East Java is accepted. This results is demonstrated by positive path coefficient value of 0.311 with CR amounted to 2,523 with p = 0.011 <0.05. It means the better Pos Ekspres brand image in the eyes of customers the higher customer satisfaction will increase and vice versa the bad Pos Ekspres brand image will degrade the Pos Ekspres customer satisfaction. A famous brand image will help to improve customer satisfaction, which in turn it can create customer loyalty. Company which have a product with a strong brand image will get a better position, they can sustain a competitive advantage and increase their market share. Table 7 reveals that majority of respondents Pos Ekspres has a good brand image in their minds. A good brand image will form a positive brand association in the minds of consumers, so a good brand image of Pos Ekspres will provide a guarantee for the customer to satisfy their needs. We can also state that a good image will make customers feel happy to use the services of Post Express, this sense of excitement will give them a customer satisfaction.
The Influence of Brand Image on Customer Satisfaction
The Influence of Quality Service to Customers Loyalty
Hypothesis 4 which states the service quality of Pos Ekspres have significant positive effect on customer loyalty is accepted as well. The acceptance of the hypothesis 4 is indicated by a positive value of 0.501 coefficient lines with CR amounted to 3.887, p = 0.000 <0.05. This result gives the sense that the quality of service Pos Ekspres is getting better, in turn it will improve the customer loyalty of Pos Ekspres, on the contrary, the worst the service quality of Pos Ekspres will decrease Pos Ekspres customer loyalty. Evaluation of the service quality associated with satisfaction, it will lead to desire to use company services in the future. Consumer evaluation of the service quality lies in the balance of expectations and perceptions of services provided. The perception which are met or even exceed expectations will result in the evaluation of service quality is ideal. Conversely, if expectations are not met with perception, it will produce a negative evaluation of service quality. A satisfied customer will perform some kind of action in expressing his satisfaction, they will have an interest to repurchase in the future.
These findings are also supported by the empirical data in Table 7 . It shows that the majority of respondents rate the service quality received above the median value (above 3) which gives a value of 4 and 5. This finding indicates that the services quality which customer received are exceeding their expectations, so customers feels very pleased (high satisfaction), and in turn these feeling will create customer loyalty.
The Influence of Price on Customers Loyalty
Hypothesis 5 stated the Price of Pos Ekspres have significant positive effect on customer loyalty of Pos Ekspres in East Java is accepted. The acceptance of the hypothesis 5 is indicated by a positive path coefficient of 0.333 with CR amounted to 2.612 with p = 0.002 <0.05. This situation means if the price of Pos Ekspres is good in the eyes of customers, it will increase Pos Ekspres customer loyalty and vice versa, if the price of Pos Ekspres getting worst, it will lower Pos Ekspres customer loyalty. A fair prices have significant and positive effect on satisfaction and also directly affect loyalty. It also has indirect affect to loyalty mediated by satisfaction.
This finding is reinforced by the data in Table 8 of customer ratings on Pos Ekspres prices, that most respondents rate the price of Pos Ekspres above the midpoint (above 3) which gives a value of 4 and 5. These results indicate that the price of Pos Ekspres exceed the benefits provided, affordable by customers, and the price is competitive compared to the competitors. Such price conditions will create customer loyalty.
The Influence of Brand Image on Customers Loyalty
Based on Table 10 , hypothesis 6 which states Pos Ekspres brand image have significant positive effect on Pos Ekspres customer loyalty in East Java is rejected. It happens as indicated by a positive path coefficient value of 0.181 with CR amounted to 1,687 with p = 0.085> 0.05). This finding means the Pos Ekspres brand image significantly do not able to create Pos Ekspres customer loyalty in East Java. The successful brand image is a brand image that allows consumers to identify their needs that can be satisfied with a specific brand and comparing with other competitors. The competition of today's businesses in getting consumers are no longer limited to the functional attributes attached to the product, such as benefits or usefulness of the product to be consumed, but has been associated with a brand that is able to provide a special image for the user. This situation happens because the Post Express is a relatively new product from PT. Pos Indonesia (Persero). The brand image of Post Express is not yet developed to the public customer. Table 4 support this finding, the majority of customers sometime uses Post Express about two or three times. The Pos Ekspres brand image is not directly affected loyalty, but indirectly. Pos Ekspres brand image goes through the mediation of customer satisfaction have a significant positive effect on customer loyalty.
The Influence of Customer Satisfaction on Customers Loyalty
Hypothesis 7 is also accepted. Table 10 shows a positive path coefficient of 0.724 with CR amounted to 5.801 and p = 0.000 <0.05, Pos Ekspres customer satisfaction have significant positive effect on Pos Ekspres customer loyalty in East Java. It can be argued that the higher Pos Ekpres customer satisfaction will increase Pos Ekspres customer loyalty and conversely, the lower Pos Ekspres customer satisfaction will reduce the Pos Ekspres customer loyalty. Customer satisfaction is a very important part in customer loyalty. Customer loyalty is reflected by repurchasing and recommendations to others. Satisfied consumers will continue to buy the product, use it even tell others of the advantages of these products based on their experience in using the product. Customer satisfaction should be maintained and enhanced in order to create and maintain customer loyalty. Customer loyalty is a proof of commitment which is strongly held by customers to buy again a certain products or services in the future.
This finding is supported by the data in Table 8 , almost all customers expressed high satisfaction (score of 4 and 5) on the performance of Pos Ekspres. They feel the performance of Pos Ekpres exceed the expect performance. These high satisfaction raises the surprising feeling of emotional satisfaction and in turn an emotional satisfaction will create customer loyalty. From this poin of view, the Pos Ekpres customer in East Java has a high satisfaction and delight, so it make them a loyal customers.
Conclusion
5.
Service Quality has significant positive effect on Pos Ekspres customer satisfaction in East Java. This means that the better service quality of Pos Ekspres will lead to the increase of Pos Ekspres customer satisfaction or conversely, the worse the Pos Ekspres service quality will lead to lower Pos Ekspres customer satisfaction. This finding means that the performance of Pos Ekspres service quality have met their customer expectations.
Price has significant positive effect on Pos Ekspres customer satisfaction in East Java. This means, the better Pos Ekspres prices according to the customer more affordable, matching to quality, cheaper than the competition), the higher the customer satisfaction will get and conversely, the worse the price of Pos Ekspres, the lower the customer satisfaction Post Express will decrease. This finding means the price offered by Pos Ekspres is already meet with the product quality, affordable by the customer, and able to compete with competitors.
Brand image has significant positive effect on Pos Ekspres customer satisfaction in East Java. This means that the good image of the brand, will lead Pos Ekspres customer satisfaction to increase or vice versa, the worse Pos Ekspres brand image will lower Pos Ekspres customer satisfaction. This finding reveals that Pos Ekspres brand image is able to establish a positive brand association in the minds of their customers, so customers feels a guarantee to get satisfaction.
Service quality has significant positive effect on Pos Ekspres customer loyalty in East Java. This result can be concluded that the better the service quality will lead to increase customer loyalty or vice-versa, the worse the service quality will decrease customer loyalty. These findings indicate the Pos Ekspres service quality received by customers has exceeded customer expectations, so customers feel very happy with high satisfaction and thus feeling of being very happy will make customers loyal.
Price has significant positive effect on Pos Ekspres customer loyalty in East Java. This may imply that the better price (matching quality, affordable, competitive) in the eyes of customers, will lead to increase customer loyalty or otherwise, the worse the price, will lead to lower customer loyalty. These results indicate that the Pos Ekspres price exceed the benefits, affordable, and remain competitive compared to the competitors' prices, thereby it cause customers become a loyal customers.
Brand image has not significant positive effect on Pos Ekspres customer loyalty in East Java. This finding means that the Pos Ekspers brand image have no direct significant influence on customer loyalty. The finding reveal the indirect influence of brand image through customer satisfaction on customer loyalty.
Customer satisfaction also has significant positive effect on Pos Ekspres customer loyalty in East Java. This may imply higher customer satisfaction will increase customer loyalty or vice-versa, the lower customer satisfaction will reduce customer loyalty. The result means the Pos Ekspers customer in East Java have earned high satisfaction and delight for the Pos Ekspers performance, thus creating a customer loyalty.
Research Contributions and Further Research Recommendations 6.
This study will provide theoretical contributions as additional reference in building a more comprehensive understanding of the relationship of organization in an effort to create customer loyalty services company. This study also provides a practical contributions that demonstrate how a service company benefit from the implementation of service quality, pricing, and build their brands in the satisfaction and loyalty of its customers.
For further research, there is an opportunity to develop this research in different settings by using probability sampling method, so it can be more widely generalized.
